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the public good Good, makes media caref91 (48%) Organizational psychologist Edgar Schein of MIT amplifies the definition to apply
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Media (5%) | the behavior patterns and the visible by th 1t 1t I do beli
1 od . ; artifacts such as architecture, office y the culture vu.tures, o be-leve
Gov't (38%) -- from 1985 Los Angeles Times Tavout . d d d " that the culture debate is largely
Biz (14%) poll of 6,000 people ayout, dress codes, and so on. beneficial. The methods of some
Lab 27%
or ( ) Corporate culture is not an easy change programs have begn sharpened
concent to 9ras It is: by the debate and have in turn con-
P grasp. : tributed to it.'" Practitioners have
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Once The Illusive Nature Of '"'Culture" Is Grasped, Does it have practical appli-

Can It Help Us Do Our Jobs Better? cation? Yes.

it helps in:

1. Formulating strategy. Organizational strategies are often based on internal
value systems (about the nature of the biz, the marketplace, the competitive en-
vironment) that can appear arbitrary or even capricious to an outsider. The sound-
ness of the value system affects the success of the strategy.

2. Implementing strategic change. When a chosen strategy violates cultural
rules & values, understanding how cultures are formed will help shape new ways of
operating, embedding new values.

3. Merger plamning. Many mergers fail, not because the original strategic con-
cept was wrong but simply because the companies were incompatible. This is often
attributed to friction between '"barons" but the reasons may be more fundamental.
Prior study of the organizations' values might be relevant.

4, Competitive analysis. If it is the case that strategies are constrained by
cultures/values, both in their formulation & implementation, then cultural analysis
of competitors becomes significant.

As an example, British Airways' change program -- to improve levels of customer
service —— has led in the last 2 1/2 yrs to a raft of initiatives: a) definition
of standards of performance; b) constant feedback of consumer response; c) constant
pressure on mgmt to show progress; d) extensive training, emphasizing customer
service as a "value"; e) involvement of all levels of staff thru specially convened

workshops, "customer first" teams & seminars; f) conventional "campaign" activities.

"This is anything but cosmetic change! 40,000 people are being asked to accept a
new value, namely the pre-eminence of the customer."

An Organization's Values They must translate into viable strategy.

Determine OK & Not-OK Behavior Thomas recommends:

Thomas believes

1. Check whether the present
strategy needs to change. If so, is
there time to implement a new value?
Or should the strategy merely be
modified?

2, 1If change is necessary, look
at how the org'n transmits its values

— mgnt style, organization of work,
recruitment practices, employment
policies, pay, building design, etc.

Look at actual behavior, not rhetoric.

3. Decide how these "communica-
tion channels" can be programmed with
a new message; and how contradictory
messages can be neutralized.

4. Ensure that sr mgrs under-
stand the implications of the new
message and changes required of them.

of values, preferably one.

5. Give special atttention to your
organization's opinion leaders, con-
vincing them to "live the new message."

6. Change those structures, systems,

policies & practices that threaten to
give out messages which contradict
the new one.

7. Continually reinforce, formally
& informally, the new values.

8. Try to keep to a small number
Organiza-
tions simply can't simultaneously pro-
vide the highest quality product, with
the best service, fastest delivery,
most features & cheapest price. Not
only would it be economic nonsense,
but employees would be horribly con-
fused.
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iIN GRAPHIC SYMBOLS
CAN GAIN "COLOR OWNERSHIP'
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"Since color serves as visual shorthand for communi-
cating an identity, 'color ownership' significantly
improves the speed and accuracy with which consumers
recognize a company,

" explains James Shennan, pres,

S&0 Consultants (SF).

Its survey of America's 50 top
retailers shows 1) red & yellow
dominate fast food; 2) red & blue,
service stations, 3) blue, hotels/
motels & supermarkets, 4) red, mass
merchandisers such as K-Mart, Radio

Shack. Some considerations when

h i f i—

;azzii?g gzlg;se.or your organt 1. Target Stores whose
gnage: bull's-eye is so

YAccentuate dominant colors by strong 1t s often

. X X used alone in store
placing them against a white back- .
o —_— signage & ads.
ground. 35% of those surveyed do.

YRed in fast food signage and 2. -s%%l% gwnitghe shape
red & blue in both hotels & service ch 18 name.
stations are examples of overusage.

3. Sunoco goes a step

Red is heavily used in the graphic
identities of McDonald's, Wendy's,
Kentucky Fried Chicken, Jack-in-
the-Box, Shoneys, Big Boy, Pizza
Hut & Dairy Queen. Me too-ism?

YHoliday Inn chose a color
unique to the hotel industry -- green.

Ownership of shapes is perhaps

even more powerful in a logo. Our
vote for 3 of the greatest trade—
marks go to companies which have
achieved shape identity.

further. TIts diamond
is pierced by an
arrow which points
toward the service
station being signaled.

"Not only is green a high quality & high visibility color, but it gives Holiday Inn
proprietary ownership of the color in the hotel business.”

fiShell's yellow symbol on red background is another success story.

Even when

the name is dropped from signs, company is still readily identified.

USEFUL ITEMS FOR PRACTITIONERS

Qs_h\ﬁlNews release samples wanted for textbook on writing/media placement.

Samples

should demonstrate: a) high imagery words, examples, metaphors, analogies, similies
to help create reality for an audience while maintaining appropriate news style;

b) particularly newsworthy leads; c¢) verbatim success with one or more wire service
placements. Releases used will receive credit lines. Book will be published by
Prentice-~Hall, written by Kerry Tucker, Send releases to him at Nuffer, Smith,
Tucker, 3170 4th Ave, San Diego 92103.

v

YTraining is one of the best ways for practitioners to effect increased managerial

communication within an organization, feels Ladonna Robson of Los Alamos Nat'l
Laboratory. After devising a highly sophisticated, organizationwide training pro-
gram, she offers 2 prime bits of advice: 1) Start mgmt training with middle mgrs,
not at the top. This way you get both a bubble up & a bubble down'%@fect.

2) Don't bring in any speakers that you haven't seen in action -- preferably before
organizations or groups similar to or relevant to yours.



